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http://www.recycleguys.org/

Presenter
Presentation Notes
N.C. adopted the Recycle Guys campaign from South Carolina for North Carolina elementary and middle school children in 2000. 

This great set of singing and dancing characters (they are in their own commercials) resonates with the audience and is highly recognizable throughout the state.

We have a set of mascot costumes that local governments can borrow. The campaign also includes activity books, tattoos, trading cards and stickers. Each month we put up a new recycled craft project, coloring page, mascot costume picture and survey on the web site.

SC graciously allows others to borrow the campaign. Contact them for more information.



http://www.re3.org/

Presenter
Presentation Notes
The RE3.org campaign kicked off in 2005 for high schoolers, college students and twenty-something’s.  

Original funding for the creation of the campaign was through an EPA grant. The campaign includes bottle openers, commercials, posters and T-shirts. This campaign may differ from other recycling campaigns in that it uses different messaging, graphics and media outlets.

To grab the attention of the campaign’s intended audience, and increase RE3.org Web site traffic, our Division regularly sponsors an on-line contest giveaway in partnership with Time Warner Cable and some of their other clients. 





http://www.re3.org/graphics.htm
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Presentation Notes
We have lots of cool posters and commercials that others are welcome to use.



http://www.re3.org/coordinators.htm

Presenter
Presentation Notes
Under the “For Coordinators” tab on RE3.org, you will find lots of resources regarding recycling, social marketing and social media. 

At the top of the page, we have a recorded podcast from 2009 which was a how-to presentation for using blogs, Facebook and Twitter.

A couple of weeks ago, we followed that up with another webinar about using social media applications on a phone and provided some social media timesaving ideas. A recorded podcast of that webinar can also be found on this web page.

You’ll also find a link to our RE3.org blog which is updated almost daily.


   



http://www.recyclemorenc.org/

Presenter
Presentation Notes
We recently embarked on a new recycling campaign called Recycle More NC. It is for the 35-year-old and older demographic. The goal is to not only increase the amount of curbside recycling, but also increase recycling participation at work and while out-and-about. 

We are officially unveiling the campaign’s components in a webinar on June 25th.��These campaigns are available for use by all N.C. local governments and nonprofit agencies for free. Other out-of-state organizations are able to use the RE3.org and Recycle More NC campaigns once they complete and receive a signed Memorandum of Understanding from DPPEA. 

A team of dedicated staff and interns create multiple resources regularly for these campaigns. Check back with us often for new and innovative material.




Surveys
Date Audience Location Number Demographics
2007 
Surveys -
Spring

8 colleges and 
youth groups 
throughout NC

Cary, Charlotte, 
Hickory, New Bern, 
Raleigh, Wilson, 
Wingate

341 58% female, 40% male, 33% 
between 11-18, 49% between 
19-23

2008 
Surveys -
Spring

5 outreach 
events all in the 
Triangle area

Cary, Raleigh, Durham 304 53% female, 46% male, 16% 
under 18, 46% between 18-34

2008 
Surveys –
Summer

3 baseball events Asheville, Hickory, 
Kinston

81 63% female, 27% male, 35% 
between 18-34

2008 
Surveys –
Fall

12 day NC State 
Fair

Raleigh 1237  64% female, 34% male, 20% 
between 18-34, 31% between 
35-50

2009 
Surveys –
Spring

4 outreach 
events all in the 
triangle area

Cary, Raleigh, Durham 387 70% female, 30% male, 29% 
under 18, 40% between 18-21, 
10% between 22-25

Presenter
Presentation Notes
DPPEA regularly conducts surveys throughout North Carolina to gauge citizens’ brand recognition for the campaigns, how they spend their free time, preferred communication methods, etc. 

The surveys are conducted and analyzed by student interns. Interns help immensely when on a shoestring budget.
 
The data provides the Division with useful information.  

We understand an Earth Day survey is slightly skewed due to the nature of the audience but we are confident that the campaigns are branding with North Carolina residents. 
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Recycles Guys have a recognition rate near 70%.  

When asked where the respondent saw either logo, 32% say the Internet, 28% say television and 16% say school. 

One performance measure that an educational campaign has is Web site visits. 

With 32% of survey respondents saying they saw our campaigns on-line we work hard to provide useful and timely information on our Internet sites. 

Even though our campaigns include a television advertisement component we do not see a spike in Web site traffic due to tagging our URL onto the commercials. 

More and more residents and businesses go first to the Internet to find recycling information. 

Keeping your web site up-to-date is imperative and doesn’t require lots of money.
 




Social Marketing

– Identifying barriers

– Developing a 
strategy

– Conducting a pilot

– Evaluating the 
strategy

Presenter
Presentation Notes
Social marketing is the application of commercial marketing concepts and techniques to target populations to achieve the goal of positive social change. 
 
Changing social behavior requires overcoming barriers and increasing the perception of benefits. It involves four steps:
-Identifying barriers,
-Developing a strategy,
-Conducting a pilot, and
-Evaluating the strategy.

Next I’ll talk about some of the strategies and how local governments have used them in NC.




COMMITMENT
• Large better than 

Small
• Written better than 

Verbal
• Public commitment 

is BEST!

http://www.p2pays.org/socialmarketing/commitment.asp

Presenter
Presentation Notes
Social scientists say that by giving a commitment to something it changes the way that person perceives themselves. 

We also like to be consistent so once a person commits to something they are more likely to follow through. 

It is good to actively involve the person in an activity because then they have a vested interest and will more likely follow through on their commitment.

One example of commitment would be to have folks that visit your booth hold up a sign that says something and take a picture of them with it. 






PROMPTS
They should be:
1. Easily noticeable
2. Self explanatory 
3. In close proximity 

to where the 
activity occurs 

4. Encourage positive 
behaviors

http://www.p2pays.org/socialmarketing/prompts.asp

Presenter
Presentation Notes
Social scientists say the problem with humans sustaining an activity is that we often forget. 

The use of prompts to remind us of something can work to change behavior.

Prompts should be: 
Easily noticeable
Self explanatory
In close proximity to where the activity occurs

Examples would be refrigerator magnets, shelf talkers, door hangers, bottle openers, koozies and key chains. 




NORMS
If you observe 
someone you like 
or respect doing an 
activity you are 
more likely to want 
to do that same 
activity.

http://www.p2pays.org/socialmarketing/norms.asp

Presenter
Presentation Notes
Norms. This tool is not used often, but can have a great impact. 

If you observe someone you like or respect doing an activity you are more likely to want to do that same activity. 

The behavior needs to be internalized and perceived as the way one “should” behave.

An example of norms would be a block leader program. The Town of Cary describes their block leader program in a short video on our YouTube account. 

Word of mouth marketing campaigns are a perfect example of using norms.

This semester we are testing a norming campaign on NC State’s campus. A subset of dorm residents were taught about recycling and were asked to think about recycling more on a daily basis. We wanted them to feel comfortable telling their dormmates they should recycle and modeling the behavior on a regular basis. 

We took attitudinal surveys and recycling tonnage baseline data before and after the intervention. Hopefully this summer we will have some results. 








INCENTIVES
1. Pair the incentive with 

the behavior 

2. Make it visible 

3. Consider the size of the 
behavior

4. Look for non-monetary 
incentives like good PR

http://www.p2pays.org/socialmarketing/incentives.asp

Presenter
Presentation Notes
When using incentives: 
Make sure to pair the incentive with the behavior
Make it visible
Consider the size of the behavior 
Look for non-monetary incentives like good PR.
An incentive can be anything that someone finds valuable.

Onslow County NC has two programs that use incentives to increase recycling. 
With a pay-as-you-throw program residents are charged $1.50 per bag of trash but recycling is free.
They also use RE3.org shirts to incentivize the demographic to recycle at surf and skate events.
Both of these examples are explained in a couple of short videos on our YouTube account.

Other examples on our web site include Recycle Bank and Pennies per Pound in Madison County, NC. 








COMMUNICATING 
THE MESSAGE

• Know your audience

• Frame your message so 
it easy to remember 

• Provide goals & 
feedback 

• Emphasize personal 
contacts

http://www.p2pays.org/socialmarketing/communication.asp

Presenter
Presentation Notes
All programs include a communication component where you try to explain your message to your clients.

You all know it is important to remember to:
1) Know your audience,
2) Frame your message and make it easy to remember, 
3) Provide goals and feedback and 
4) Emphasize personal contacts.

A verbal example may be when you conduct a workshop and a written example may be a sign or brochure. 

Not all demographics need to be communicated to the same. 

The Land-of-Sky Regional Government Council, NC Cooperative Extension Service agents, and others designed and built a Mobile Environmental Learning Center in 1999. 

It addresses the need for source reduction, increased participation in existing recycling programs, and more awareness of household hazardous waste issues. 






http://MyBestSegments.com

Presenter
Presentation Notes
Before we start a campaign, it is important to know about the audience you are trying to reach. 

A software program called PRIZM can help with that. 

Using Neilson, census and Equifax data, along with almost a million personal surveys, the company created a marketing database. 


A snapshot of your community including:
-Demographic descriptors
-Age range
-Homeownership
-Employment
-Education
-Ethnicity and Race and 
-Lifestyle preferences such as 
what the group watches on TV, reads, where they eat, what kind of car they drive and what kind of music they listen to can be found on their web site using a zip code search feature.

Go to MyBestSegments.com


http://mybestsegments.com/�


COMMUNICATING THE MESSAGE

Presenter
Presentation Notes
The concept of guerrilla marketing was invented as an unconventional system of promotions that relies on time, energy and imagination rather than a big marketing budget. 

Typically, guerrilla marketing campaigns are unexpected and unconventional; potentially interactive; and consumers are targeted in unexpected places.

Place your business card (or a palm card which is just a jazzy business card) around town
Sidewalk chalk (or other public art) about recycling in a pedestrian friendly place
Flyer cars at the flea market

Think about:
What can I use that’s free?
Who can I partner with?
What tools do I have?




COMMUNICATING THE MESSAGE

Presenter
Presentation Notes
Social media takes traditional web pages one-step further, hence the term Web 2.0. Web 2.0 is about interacting with your audience via the Internet.

A static website that is only updated monthly or quarterly could be improved upon with these strategies.

It is similar to an email that you forward to others, except that you do it through an on-line network. It’s no different than asking your neighbor what plumber they use, however, you do it on-line.




“The most frequently cited benefit of the Internet was in helping 
people tap into [their] social networks”.

- Susannah Fox

Infovark

COMMUNICATING THE MESSAGE

Presenter
Presentation Notes
The book “The Tipping Point” by Malcolm Gladwell discussed the idea of “connectors”. Connectors are the people who in his words “link us up with the world” . He characterizes these individuals as having social networks of over one hundred people. Social media sites allow all of us to become connectors.

We also want to become “mavens”. Gladwell describes these people as information specialists. They accumulate knowledge and know how to share it with others. We hope that RE3.org is a location that people go to for up-to-date recycling information in NC. 

Taking it one step further, we also want to be “Salesmen”. Gladwell describes them as persuaders – charismatic people with negotiation skills. Using all these “rules of epidemics”, as Gladwell calls them, we will hopefully get more people to recycle in NC. 

I think social media can help us to reach that ultimate goal.



Can social media change behavior?

Presenter
Presentation Notes
In the spring of 2009, N.C. DPPEA partnered with U.N.C. Charlotte to conduct a study linking social media with behavior change. 
 
It was hypothesized that upon receiving this social media intervention, students would use this information to influence others in their residence hall to recycle more frequently and that the recycling rates for the residence halls would increase. 

The social media interventions were established with 27 students, ten males and 17 females. 

During the months of February and March 2009, the participants received four consecutive weekly emails from RE3.org which provided a link to a social networking site (Facebook.com and YouTube.com), reminding the student to recycle and asking them to remind their friends to recycle. 

We took attitudinal surveys and recycling tonnage baseline data before and after the intervention. 




Percent Change in Material 
Collected
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Presentation Notes
Comparing the initial survey to the final survey showed a definite increase in the number of students from all three halls who claimed to “always” or “frequently” recycle in their residence hall. 

The total amount of recyclable material collected from Sycamore Hall decreased. 

However, students from Cedar Hall and Hickory Hall increased the amount material they recycled in their residence halls specifically plastic bottles.

The link to the full report about this study can be found on the RE3.org blog.




How do you get news/info?
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Presenter
Presentation Notes
What we found was that educating students about recycling is important, however according to the students surveyed, the majority of them felt they had sufficient recycling knowledge but forget to do it. 

The recycling barriers identified in this study were 1) not thinking about recycling or 2) inconveniently located recycling bins. 

According to the student surveys, they receive news and information via television (82%), the Internet (51%) and friends/family (66%). 

Two of these strategies lend themselves well to the use of social media. 

The continued use of this economical and demographically appropriate approach is recommended to remind people to recycle and help them influence their peers to recycle. 




Social Media Resources
• Recorded webinars about how to start using social media, 

using social media on your phone and a copy of 12/09 
Resource Recycling article about RE3.org’s use of social 
media - http://www.re3.org/coordinators.htm

• Full report regarding Social Media and Behavior Change at 
UNC-Charlotte - www.p2pays.org/ref/50/49992.pdf.

• NC Governor’s policy and how-to regarding social media
http://www.records.ncdcr.gov/guides/best_practices_soc
ialmedia_usage_20091217.pdf
http://www.records.ncdcr.gov/socialmedia/index.html

Presenter
Presentation Notes
Various social media resources that I’ve already mentioned are showing on the screen. 

The only new item is a link to the NC Governor’s policy about using social media.

http://www.re3.org/coordinators.htm�
http://www.p2pays.org/ref/50/49992.pdf�
http://www.records.ncdcr.gov/guides/best_practices_socialmedia_usage_20091217.pdf�
http://www.records.ncdcr.gov/guides/best_practices_socialmedia_usage_20091217.pdf�
http://www.records.ncdcr.gov/socialmedia/index.html�
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Presenter
Presentation Notes
The campaigns are dependant on public and private sponsors. I would like to thank those folks on the screen.





Thank you.

Feel free to contact me:
Kelley.Dennings@ncdenr.gov

http://www.linkedin.com/in/kelleydennings

http://re3org.blogspot.com/

http://twitter.com/re3org

mailto:Kelley.Dennings@ncdenr.gov�
http://www.linkedin.com/in/kelleydennings�
http://re3org.blogspot.com/�
http://twitter.com/re3org�
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